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Abstract: This study aims to construct a behavioral model of consumers’ usage of travel blogs and validate the
relationships among website experiences, information recommendations, message trust, and behavioral intentions.
The subjects were Internet users that have browsed travel blogs, and convenience sampling was adopted. Statistical
analyses included descriptive statistics and Structural Equation Modeling (SEM). Research findings demonstrated
that there is a direct correlation between information recommendations and message trust. Website experiences
influence behavioral intentions after affecting message trust. With information recommendations, the original
significant relationship is replaced. In conclusion, website experiences can enhance consumers’ behavioral
intentions. Information recommendations and enhancement of consumers’ message trust should be considered to
reinforce future behavioral intentions. The findings of this study can serve as reference for future studies.
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1. Introduction In the upcoming trend of an experience

With the progress of information technology economy, experiences become important factors to
and the prevalence of Internet technology, consumers understand consumption behaviors (Holbrook &
can share their emotions on the Internet through Hirschman, 1982; Addis & Holbrook, 2001).
World Wide Web (Plant, 2004). Blogs are public and Experiences emphasize fun during the processes of
rapid communication channels, and individuals can searching and browsing (Novak, Hoffman &
acquire the information they need in a short time by Duhachek, 2003). However, consumers have
sharing information with other consumers (Pan, different feelings, thus, their experience would vary
MacLaurin & Crotts, 2007). Therefore, blog related (Pine & Gilmore, 1998). Therefore, how to satisfy
studies have become critical in modern marketing differnet types of information searches by website
fields. experiences are issue for future studies.

In recent years, the purposes of Internet usage In addition, Internet information and
have changed significantly, and Internet users have communication channels are constantly increasing.
become accustomed to the convenience of the When consumers lack information or experiences for
immense resources on the Internet. Some tourism making purchase decisions, effective information
products are intangible services, and when consumers recommendations appear more realistic and realiable
are planning for a trip, they cannot experience and to them, as compared with product informaiton or
examine the quality of such products in advance. advertising (Herr, Kardes & Kim, 1991). The
Thus, they would search for related information recommended products are twice as likely to be
beforehand (Litvin, Goldsmith & Pan, 2008), and selected than those that are not recommended
share their experiences after the trip, which may (Senecal & Nantel, 2004). In other words, the higher
attract other people to the destinations (Zarem, 2000; the message trust, the higher the consumers’ purchase
Pan et al.,, 2007). Therefore, it is important for intentions, contrarily, the lower the trust, the lower
marketing personnel to recognize information that the consumers’ purchase intentions (Gefen, 2000).
influences consumers the most, the factors that affect Thus, subjective preferences constructed by website
consumers’ information search behaviors prior to experiences will reduce consumers’ uncertainties and
making a purchase decision, and the influences of further influence their trust (Gefen, 2000). Behavioral
these factors on behavioral intentions (Novak, intentions are a reliable measurement variable to
Hoffman & Yung, 2000). predict consumers’ future usage (Hu et al., 2000).
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Therefore, recommendations and trust are signifiacnt
factors in information search behaviors, as they
quickly ease users’ uncertainties and further affect
their future intentions.

Past researches on blogs have neglected analysis
from the perspective of consumers’ personal feelings.
Therefore, this study attempts to construct a
behavioral model of consumers’ usage of travel blogs
to explore whether website experiences and
information recommendations of blogs would
influence behavioral intentions through message
trust.

2. Conceptual framework

Fishbein and Azjen proposed the Behavioral
Intention Model in 1975. In this model, information
acquired by personal behavior serves as
psychological state evaluations of overall cognitive
assessments, and influences consumers’ approach or
avoidance of the purchasing environment. This study
probes into the behavioral model of consumers’
usage of travel blogs. Therefore, the theoretical base
of the model in this study, as shown in Figure 1, is
based on Behavioral Intention Model, as proposed by
Fishbein and Azjen (1975).
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Figure 1. The conceptual framework.

2.1 Information recommendations vs.
trust

Regarding information search behaviors in the
tourism market, when consumers cannot judge the
quality of the products before a purchase, they tend to
rely on past travel experiences. Without sufficient
experiences or knowledge, they will construct their
trust based on reliable experts’ information or a third
party’s consumption experiences in order to have
further positive expectations of the products and
service quality (Senecal & Nantel, 2004; Martin &
Camarero, 2005; Doyle, 2007). Therefore, high trust
in recommendation sources would result in higher
purchase intentions of consumers (Gefen, 2000).

Past studies indicated that due to the rapid
communication speed of the Internet, information

message

http://www.lifesciencesite.com

Behavior
. [Intemtion ./

. Message Trust |

1469

sources are a factor of online trust (Bart, Shankar,
Urban, and Sultan, 2005), and blogs are an important
modern interactive  platform of information
recommendations. Through use experience or related
experiences of others, individuals can identify with
certain products and share their experiences and
information recommendations, which are more
convincing and realistic than messages from mass
media or advertising (Herr et al., 1991; Smith, Menon
and Sivakumar, 2005). Hence, information
recommendations on blogs will enhance consumers’
decision-making and influence their trust.

2.2 Website Experiences vs. Message Trust

No two people can experience the same
experiences since experiences exist in the mind, and
the value created depends on the positive or negative
trust in things they have experienced (Chaudhuri &
Holbrook, 2001). Likewise, cognition of website
experience patterns can result in trust or distrust.

According to past researches, most consumers
are unwilling to expose personal information on
websites. As consumers have more uncertain
environmental factors, trust becomes more important
(Gronroos, 1994). By interacting online, consumers
recognize that the websites provide customized
contents or services, thus, they have positive
expectations or predictions for future behaviors and
construct trust (Doney & Cannon, 1997). However,
very few past studies on blogs have probed into the
issue from the perspective of experience. Therefore,
this study attempts to explore consumers’ trust
intentions regarding information on travel blogs
experiences from the perspectives of website
experiences and message trust.

2.3 Message Trust vs. Behavior Intentions

Many researches on trust have indicated that
trust plays an important role, and is key to browsers’
mutual communications and information sharing
(Leimeister, Ebner & Krcmar, 2005). There is also a
significant correlation between trust and behavioral
intentions (Chaudhuri & Holbrook, 2001; Lee &
Turban, 2001). In addition, related tests determined
that trust is a mediating variable (Auh, 2005).

Trust influences browsers’ attitudes and
behavioral intentions when they face an Internet
environment (Lin, 2006; Wu and Tsang, 2008). It can
effectively reduce the complexity of consumers’
decision-making when considering various possible
results and predicts consumers’ specific behavioral
intentions (Gefen, 2000; Coulter & Coulter, 2002).
After reinforcing their trust on websites, Internet
users become real consumers, and their consumption
intentions are influenced (Dayal, Landesberg and
Zeisser, 1999). It can be inferred that blog users’ trust
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can lead to positive behavioral intentions in the
future.

2.4 Website Experiences vs. Behavior Intentions

To experience is to create unforgettable
experiences and will influence present and future
behaviors (Fishbein & Ajzen, 1975). With Internet
platforms, consumers increase their experiences
through websites, thus, have more positive attitudes
toward the websites (Bruner & Kumar, 2000). It is a
key factor that influences consumers’ intentions.

Many studies have indicated that consumers’
decision-making processes and the ultimate
purchasing behaviors are usually behavioral reactions
to specific experiences (Holbrook & Gardner, 2000).
Therefore, if Internet companies can create
experiences and allow consumers to recognize their
search and experience patterns on websites, the
consumers would have a cognitive reaction, and
those without demands would also be attracted. The
psychological reaction will influence consumers’
future behavioral intentions (Zarem, 2000).

2.5 Information Recommendations vs. Behavior
Intentions

When selecting products, consumers often seek
advices from others’ experiences, recommendations,
and support, and generate future behaviors
(Daneshvary & Schwer, 2000; Doyle, 2007). Online
comments affect the beliefs, cognitive attitudes, and
actual decision-making of the message receivers
(Chatterjee, 2001). According to Senecal and Nantel
(2004), regarding the influences of online
recommendations on consumers’ purchase of online
products, individuals who purchase products upon
recommended sources are twice the number of those
who do not have recommendation sources. Thus, this
study proposes the hypothesis that information
recommendations do influence behavioral intentions.

Based on above, this study develops the
hypotheses as below:

H1: Bloggers’ Information Recommendation
directly influenced Message Trust.
H2: Bloggers” Website  Experience directly

influenced Message Trust.
H3: Bloggers’” Message Trust directly influenced
Behavior Intention.

H4: Bloggers” Website  Experience  directly
influenced Behavior Intention.
H5: Bloggers’ Information Recommendation

directly influenced Behavior Intention.
3 Research methods

3.1 Questionnaire collection
This study aimed to probe into the behavioral
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model of consumers’ usage of travel blogs. The
subjects were Internet users that had searched for
tourism information provided by Wretch blog
(http://www.wretch.cc/blog) in the past year. Data
collection was based on questionnaire surveys. Since
the population cannot be defined, online
questionnaire survey was conducted by convenience
sampling, instead of random sampling. Internet users
who have browsed tourism experiences on Wretch
blogs were invited to fill out questionnaires on line,
and the respondent rate was increased through

interpersonal snowballing and e-mails. After
eliminating invalid questionnaires with overly
consistent or incomplete answers, 400 valid

questionnaires were retrieved.

3.2 Measurements

Four instruments were used in this study to
gather information on travel consumers’ perceptions
of information recommendation, website experience,
message trust, and behavior intention. (a) The
information recommendation scale, a modified
version of Herr et al.(1991) and Pan et al.(2007),
there is 4 items in this scale. (b) website experience
scale was a modified version of Schmitt(1999), there
is 5 items in this scale. (c) message trust scale was a
modified version of Gefen (2000), there is 5 items in
this scale. (d) behavior intention scale was a modified
by Fakeye and Crompton(1991), there is 4 items in
this scale. All items of the first four parts are
measured by a 5-point Likert-type scale from
‘strongly disagree (1)’ to ‘strongly agree (5)’.

3.3 Analysis
To better understanding of the complex
relationships among constructs and variables,

structural equation modeling (SEM) is used to test
theoretical hypotheses (Schumacker & Lomax,
2004). LISREL 8.80 software was used to run the
proposed model. For assessment of fit for the
proposed model, this study took the suggestions of
Byrne (1998), Chou and Bentler (1995), Joreskog and
Sorbom (1993), and Hair, Black, Babin, and
Anderson (2010), that the proposed model be
evaluated from overall model fit as well as fit of
internal structure. Absolute fit indices: chi-square(y?),
goodness of fit index (GFI), root mean square error
of approximation (RMSEA). Incremental fit indices:
non-normed fit index (NNFI) and comparative fit
index (CFI). Parsimony fit indices: parsimonious
normed fit index (PNFI) and normed chi-
square(y*/df).

4 Results
4.1 Sample characteristics
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The characteristics of valid for the study were
400. Over 52.8% (n = 211) of our sample was female,
while 47.3% (n = 189) was male. Those whose ages
were between under 19 years old account for 8.8% (n
= 35), while those who fall between 20 and 24 years
old account for 45.5% (n = 182), while those who fall
between 25 and 30 years old account for 23.5% (n =
94), while those who fall over 30 old account for
22.2% (n = 89). Overall, younger respondents (aged
between 20 and 30 years old) account for 69% of the
sample. Most of the respondents in the sample have
used the blogs under 1 hour (53.5%, n = 214). Over
30.2% (n = 448) in this survey have used the Internet
for over 3 years, while those who fall between 1 and
3 hours account for 38% (n = 152), while those who
fall over 3 hours account for 8.5% (n = 34).

4.2 Structural model

First, the negative variables in the error items of
the model estimation are examined. According to
Figure 2, normalized parameters of the error items
are 0.40~0.76, and there are no negative variables,
which indicates that the survey meets the statistical
assumption. With regard to the measurement of
structure, normalized parameters of Ax and Ay are
0.49~0.77, respectively, which are not above the
threshold of 0.95, and thus, meet the statistical
assumption. Finally, the possibility of significant
standard deviations is examined. In the model, the
standard deviations are 0.03~0.11, and there are no
significant standard deviations, which meets the
statistical assumption. Based on the above, there are
no offending estimates in the data of this model, and
the overall model fit is validated.

As for the validation of the five hypotheses in
this study, y° (120)= 262.62, (p = 0.0) in the absolute
fit measures meet the significance level according to
the measurement of overall model fit. It demonstrates
that there is a gap between the covariate matrix of the
model in this study and that of the empirical data,
hence, the model is rejected, as y” is easily influenced
by large samples and the statistics have shown that
significant other measures should be considered.
Absolute fit index, GFI, is 0.93 and is acceptable
(0.90), which demonstrates that the model of this
study is acceptable. RMSEA is 0.051, below the
acceptance value (0.08), which indicates that this
model is acceptable. Regarding the relative fit index,
NNFT is 0.97, which is above acceptance value (0.90)
and demonstrates that the model is acceptable. CFI is
0.97, which is above the acceptance value (0.90) and
demonstrates that the model is acceptable. With
regard to the Parsimonious Fit Measures, PNFI is
0.80, which is above the acceptance value (0.5) and
shows that the model is acceptable. x*/df is 2.04,
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which is below the acceptance value (3), and
indicates that this model is acceptable.

According to the parameter estimation shown in
Figure 2.: (1) the analytical result of the influence of
information recommendations on message trust
shows that the completely normalized coefficient is
0.46 (t=4.30, p<.05), and is significant, thus, H1 is
supported; (2) the analytical result of the influence of
website experiences on message trust demonstrates
that the completely normalized coefficient is 0.20 (¢
= 1.97, p<.05), and is significant, thus, H2 is
supported; (3) the analytical result of the influence of
message trust on behavioral intentions shows that the
completely normalized coefficient is 0.32 (+=3.88,
p<.05), and is significant, hence H3 is supported; (4)
the analytical result of the influence of website
experiences on behavioral intentions shows that the
completely normalized coefficient is 0.13 (r=1.40,
p>.05), and is insignificant, thus, H4 is not supported;
(5) the analytical result of the influence of
information  recommendations on  behavioral
intentions shows that the completely normalized
coefficient is 0.44 (t=3.98, p<.05), and is significant,
hence, HS is supported.

¢ Information 0.46 o o
. Recommendation = Message Trust

0.32*

L r‘fpﬁ:ﬁe AT _’f ]I}TI;IE:J:::;:
Figure 2. Normalized parameter estimation of overall
model
Note: *p<.05

With regard to H4 (the influence of website
experiences on behavioral intentions), which is not
supported, this study further examines whether there
exists a spurious relation, or there is no original
relation. According to the analysis of direct
correlation between website experiences and
behavioral intentions, asa shown in Figure 3, the
completely normalized coefficient is 0.60 (r=7.33,
p<.05), and is significant. Therefore, website
experiences  significantly influence behavioral
intentions. Subsequently, message trust is included in

the model, which demonstrates that website
experiences still directly influence behavioral
intentions  (y=0.36, ¢ = 4.65, p<.05). Website

experiences indirectly influence behavioral intentions
through message trust (0.52x0.46=0.24).
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According to Figures 2 to 5, website
experiences positively and significantly influence
behavioral intention without information
recommendations. However, when message trust is
included, website experiences still directly and
positively influence behavioral intentions, and could
indirectly and positively affect behavioral intentions
with message trust as a mediating variable. After
information recommendations are included in the
model, it is demonstrated in H4 that, the positive
influence of website experiences on behavioral
intentions no longer exists. It is shown that after
information recommendations are included, the
significant relation is replaced. However, website
experiences still indirectly influence behavioral
intentions. It is illustrated that in blogs, the influences
of information recommendations and website
experiences on behavioral intentions are critical.

j Website 0.60 Behavior
. Experinece ./ Intention

Figuré 3. Influence model of Website Expérience
and Behavior Intention
Note: *p<.05
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Figure 4. Influence model of Website Expérience,
Message Trust, and Behavior Intention
Note: *p<.05
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Figure 5. Influence model of Website Experience,
Information Recommendation, Message Trust, and
Behavior Intention
Note: *p<.05
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5. Discussion

This study analyzed the behavioral model of
consumers’ usage of travel blogs by different
measures, such as website experiences, information
recommendations, and message trust. It found that
information recommendations and message trust are
critical factors that elaborate upon consumers’
behavioral intentions, other than website experiences.
Information recommendations on blogs influence
consumers’ construction of message trust, a result
that is consistent with past findings (Bart et al., 2005;
Smith, et al., 2005). In addition, website experiences
are more reliable, which also agrees with past
findings (Doney & Cannon, 1997). There are positive
and significant relations between trust and the
browser’ attitude, as well as trust and behavior
intentions. The higher the message trust, the more
positive the behavioral intentions, which is consistent
with Lin (2006). However, regarding the influence of
website experiences on behavioral intentions, this
study found that message trust ahs a significant
mediating effect, namely, website experiences could
indirectly and positively influence behavioral
intentions by message trust. Additionally, after
information recommendations are included, the
significant relation is replaced, thus, information
recommendations are the critical variable of website
experiences on behavioral intentions, a fact that is
rarely mentioned in past researches. Moreover, the
variables indicated by this study positively predict
consumers’ behavioral intentions. The finding
showed that in the behavioral model of consumers’
usage of travel blogs, information recommendations
and message trust are critical factors, which can be
included in future studies on the behavioral model of
blogs.

Pine and Gilmore (1998) proposed the concept
of an experience economy, and suggested the
construction of an internet environment for users’
experiences and the creation of attractive situations.
Hence, constructing positive internet experiences is
an effective marketing measure. Moreover, blogs
have changed people’s habits and communication
patterns considerably. Internet users can freely
express themselves, share subjective opinions and
knowledge on web pages, and allow readers’
responses. The internet is now an alternative
interactive platform to acquire online information. By
information sharing, consumers can acquire
information needed from other consumers in a short
time, rendering it a critical factor in consumers’
decision-making (Pan et al., 2007). In addition,
website experiences are important in information
searching for consumers; through information
recommendations and message trust, users can collect
more information in the shortest period of time and
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satisfy their information demands and purposes.
Subjective preferences upon website experiences
would reduce consumers’ uncertainties and further
influence trust, which could rapidly ease users’
uncertainties and influence their intentions.

The empirical findings of this study revealed
that, the influence of blogs on the consumers’
behavioral model indicates that after receiving the
stimulation of information recommendations and
website experiences, consumers deal with changes
through psychological cognition, and thus, form
message trust. Their impressions of products turn into
long-term memories, which leads to behavioral
intentions. In this process, consumers’ internal
reactions and behaviors are the main factors of their
purchase behaviors.

References

1. Addis M, Holbrook MB. On the conceptual link
between mass customisation and experiential
consumption: An explosion of subjectivity.
Journal of Consumer Behavior 2001; 1(1): 50-
66.

2. Auh S. The effects of soft and hard service
attributes on loyalty: The Mediating role of trust.
The Journal of Services Marketing 2005; 19(2):
81-92.

3. BartY, Shankar V, Sultan F, Urban GL. Are the
drivers and role of online trust the same for all
web sites and consumers? A large-scale
exploratory empirical study. Journal of
Marketing 2005; 69(4): 133-152.

4. Bruner GC, Kumar A. Web commercials and
advertising hierarchy-of-effects. Journal of
Advertising Research 2000; 40(1/2): 35-42.

5. Byrne BM. Structural Equation Modeling with
LISREL, PRELIS and SIMPLIS: Basic
Concepts, Applications And Programming.
Lawrence Erlbaum Associates, Mahwah, New
Jersey, 1998.

6. Chatterjee P. Online reviews: Do consumers use
them? Advances in Consumer Research 2001;
28(4): 129-133.

7. Chaudhuri A, Holbrook MB. The chain of
effects from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal
of Marketing 2001; 65(2): 81-93.

8. Chou CP, Bentler PM. Estimates and Tests in
Structural Equation modeling. In R. H. Hoyle
(Ed.), Structural Equation Modeling: Concepts,
Issues, and Applications. Thousands Oaks, Sage,
California, 1995; 37-55.

9. Coulter KS, Coulter RA. Determinants of trust in
a service provider: The moderating role of length
of relationship. The Journal of Services
Marketing 2002; 16(1): 35-50.

http://www.lifesciencesite.com

1473

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Daneshvary R, Schwer RK. The association
endorsement and consumers' intention to
purchase. The Journal of Consumer Marketing
2000; 17(3): 203-211.

Dayal S, Landesberg H, Zeisser M. How to build
trust online. marketing. Management 1999; 8(3):
64-69.

Doney PM, Cannon JP. An examination of the
nature of trust in buyer-seller relationships.
Journal of Marketing 1997;61(2):35-51.

Doyle S. The role of social networks in
marketing. Journal of Database Marketing &
Customer Strategy Management 2007;15(1):60-
64.

Fakeye PC, Crompton JL. Image differences
between prospective, first-time, repeat visitors to
the lower rio grande valley. Journal of Travel
Research 1991; 30(2): 10-16.

Fishbein M, Ajzen I. Belief, Attitude, Intention,
And Behavior: An Introduction To Theory And
Research. Addison-Wesley, Reading,
Massachusetts, 1975.

Gefen D. E-commerce: The role of familiarity
and trust. Omega 2000; 28(6): 725-727.
Gronroos C. From scientific management to
service management. International Journal of
Service Industry Management 1994; 5(1): 5-20.
Hair JF, Black WC, Babin BJ, Anderson RE.
Multivariate Data Analysis(7" ed.). Pearson
Prentice Hall, Upper Saddle River, New Jersey,
2010.

Herr PM, Kardes FR, Kim J. Effect of word-of-
mouth and product-attribute information on
persuasion: ~ An  accessibility  diagnostic
perspective. Journal of Consumer Research
1991; 17(3): 454-462.

Holbrook MB, Gardner MP. Illustrating a
dynamic model of the mood-updating process in
consumer behavior. Psychology & Marketing
2000; 17(3): 164-194.

Holbrook MB, Hirschman EC. The experiential
aspects of consumption: Consumer fantasies,
feelings, and fun. Journal of Consumer Research
1982; 9(2): 132-140.

Hu W, McCrea PD, Deavers M, Kavanagh JJ,
Kudelka AP, Verschraegen CF. Increased
expression of fascin, motility associated protein,
in cell cultures derived from ovarian cancer and
in borderline and carcinomatous ovarian tumors.
Clinical and Experimental Metastasis 2000:
18(1): 83-88.

Joreskog KG, Sérbom D. LISREL 8: Structural
Equation Modeling with the SIMPLIS Command
Language. Scientific Software International,
Chicago, Illinois, 1993.

lifesciencej@gmail.com




Life Science Journal 2013;10(2)

http://www.lifesciencesite.com

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Lee MKO, Turban E. A trust model for
consumer internet shopping. International
Journal of Electronic Commerce 2001; 6(1): 75-
91.

Leimeister JM, Ebner W, Krcmar H. Design,
implementation, and evaluation of trust-
supporting components in virtual communities
for patients. Journal of Management Information
Systems 2005; 21(4): 101-135.

Lin HF. Understanding behavioral intention to
participate in virtual communities. Cyber
Psychology & Behavior 2006; 9(5): 540-547.
Litvin SW, Goldsmith RE, Pan B. Electronic
word-of-mouth in hospitality and tourism
management. Tourism Management 2008; 29(3):
458-468.

Martin SS, Camarero C. Consumer reactions to
firm signals in asymmetric relationships. Journal
of Service Research 2005; 8(1): 79-97.

Novak TP, Hoffman DL, Duhachek A. The
influence of goal-directed and experiential
activities on online flow experiences. Journal of
Consumer Psychology 2003; 13(1 & 2): 3-16.
Novak TP, Hoffman DL, Yung YF. Measuring
the customer experience in online environments:
A structural modeling approach. Marketing
Science 2000; 19(1): 22- 42.

Pan B, MacLaurin T, Crotts JC. Travel blogs and
the implications for destination marketing.
Journal of Travel Research 2007; 46(1): 35-45.
Pine BJ, Gilmore J. Welcome to the experience
economy. Harvard Business Review 1998; 76(4):
97-105.

Plant R. Online communities. Technology in
Society 2004; 26(1): 51-65.

Schmitt BH. Experiential marketing. Journal of
Marketing Management 1999;15(1):53-67.
Schumacker RE, Lomax RG. A Beginner’s
Guide to Structural Equation Modeling.
Lawrence Erlbaum Associates, Mahwah, New
Jersey: 2004.

Senecal S, Nantel J. The influence of online
product recommendations on consumers’ online
choices. Journal of Retailing 2004; 80(2): 159-
169.

Smith D, Menon S, Sivakumar K. Online peer
and editorial recommendations, trust, and choice
in virtual markets. Journal of interactive
marketing 2005; 19(3): 15-37.

Wu JJ, Tsang SL. Factors affecting members’
trust belief and behavior intention in virtual
communities. Behavior and Information
Technology 2008; 27(2): 115-125.

Zarem JE. Experience marketing. Folio: The
Magazine for Magazine Management 2000; 1(3):
28-32.

http://www.lifesciencesite.com

1474

lifesciencej@gmail.com




